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CHAPTER I 
INTRODUCTION
Purpose of Study 
The purpose of this study is to compare the varying, costs 
between the Malmstrom Air Force Base Commissary and Great Falls 
area supermarkets. A further analysis was conducted to deter­
mine the actual monthly and yearly dollar savings attainable 
by shopping at the Malmstrom Air Force Base Commissary. The 
percentage savings for various product categories was deter­
mined. The extent to which the average Air Force family at 
Malmstrom Air Force Base used these products permitted com­
putation of monthly saving.
Military commissaries and the inexpensive food costs 
are often used as an inducement for military personnel to 
remain in the Armed Forces, An article in the Air Force 
Times stated* ** . . . the Army says the average military 
family that shops in a commissary saves $62 a month.^ That 
particular study was conducted on a national basisi however, 
this analysis deals exclusively with the Malmstrom Air Force 
Base Commissary and Great Falls area supermarkets.
The objective of the study is to evaluate this region
^"Commissary Users Save $62 Monthly," Air Force Times. 
March 8 , 1972, p. 5.
1
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and the facts and figures exclusive to this area. In no way 
are these facts and figures representative of commissaries 
or the costs and savings of commissaries nationwide. Sixty 
junior officers and their families were surveyed. All data 
and information concerning expenditures for groceries and 
various food items pertains to this sample only, and was ob­
tained through original research.
In summary* the study evaluates only the Malmstrom Air
Force Base Commissary and Great Falls area supermarkets. Any
similarities of these results to other studies of this type 
are not believed to be significant.
Analysis of Problem and Project Design 
The problem involves determining cost variances of 
different products between the base commissary and Great Falls 
supermarkets. To accomplish this, a specific price comparison 
study was undertaken over a five week period. The second half 
of the problem was to determine grocery spending habits of 
average Malmstrom families, A total of sixty families re­
sponded to the survey used. The results were then evaluated 
and compared.
Analysis of the data was completed by utilizing the
mean, the median, and the mode because analyzing central
tendency was the major objective. The mean is the sum of all 
the data divided by the number of data parts. The median is 
the central figure of all data, arranged in order from the 
smallest to the largest. The mode is the figure which occurs
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
most frequently in the sample. By using three averaging 
techniques, a finer overall picture was constructed. Con­
sequently, the validity of the findings should be improved. 
Further explanations of the survey, the price comparison 
study, and the results are discussed in the remaining chapters 
of the report.
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CHAPTER II 
A COMPARATIVE STUDY OP GROCERY PRICES
Methodology
The initial objective of this study was to conduct a 
price comparison between the Malmstrom Air Force Base Com­
missary and Great Falls area supermarkets. To accomplish 
this goal, three supermarkets located on Tenth Avenue South 
were selected and a comparison was made. Buttrey Foods, 
Independent Grocers Association (I.G.A.), and Rosauer*s were 
selected because of their proximity to the base and their 
reputation as large retail grocery stores made them ideal for 
the comparison.
To develop an adequate selection of products for compari­
son, five different food categories were chosen. The categories
2compared were Dairy Products, Fruits and Vegetables, House­
hold Goods, Meat Products, and Miscellaneous Items. Miscellane­
ous items consisted of products important to the study but 
not included in other categories such as soda, cereal, baby 
food, coffee, and beer.^ The five groups represented included
2Both fresh and canned fruits and vegetables were com­
pared yielding a more accurate comparison.
^Beer is not sold at the commissary, however it is sold 
on base at the Four-Seasons Store, It was included because it 
is readily available and is a product of substantial savings.
4
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the basic grocery needs for families and that is the reason 
for their selection. Products and price comparisons are 
listed in Appendix I.
Within each basic food category, six to ten individual 
items were selected. Using Dairy Products as an example, the 
following items were compared as to price * one-half gallon 
of Grade A pasteurized homogenized milk, one dozen Grade AA 
eggs, Kraft American cheese slices (16), Viva 12-ounce lowfat 
cottage cheese, 16-ounce Gold-and-Soft margarine, and l6 -ounce 
Meadow Gold Butter, The items included were a random select­
ion of Dairy Products. A percentage figure illustrating the 
average percentage saved by military people purchasing these 
items at the base commissary rather than at Great Falls super­
markets was determined. All categories were handled identi­
cally to arrive at a percentage savings figure for each 
group.
When selecting items for comparison within each category 
the following three concepts were emphasized*
1. A quantity of items which represented various 
product qualities and price ranges of the product 
category were selected (more selections were used 
for categories with larger numbers of items).
2. Basic items which are purchased by a large percent­
age of shoppers insured that the comparison was 
made between items for which the grocery dollar 
was being spent.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
3, Product packages were selected in the popular 
sizes rather than the very large or very smalli|,quantities.
As the actual price comparisons were being conducted, 
strict adherence to type, quantity, and brand name was follow­
ed to preclude erroneous price variations. In a few instances, 
however, different brand names were substituted when a parti­
cular store was without an item, or when a particular brand 
name was not stocked. Since basic items and popular brands 
were used, this problem seldom occurred. When it did occur, 
products of equal size, quality, and reputation were sub­
stituted.
Grocery stores will occasionally offer loss-leader items 
at a substantial saving to persuade customers to patronize 
their store. To ensure such price fluctuations would be 
included in the price comparison study and to ensure the 
validity of the findings, prices were recorded once a week 
on a different day within a five week period. By implement­
ing this technique a store selecting a certain weekday for 
loss-leader sales was not overlooked. To determine the speci­
fic weekday to use each week, the five weekdays (Monday 
through Friday) were placed in a container and then selected 
individually. After a weekday was drawn and used, it was 
eliminated from the possible selections. Therefore, each
This particular concept could not always be implemented 
since certain items in the commissary are offered in only one 
size and that was usually a larger economy size.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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wsekday was used only once and random selection was maintain­
ed.
Analysis of the Price Comparison Study 
The mean, median, and mode were incorporated to evalu­
ate the price information received. The results of the analy­
sis are shown in tables 1 through 5 *
Step 1. All prices gathered for the five day period 
associated with the Great Falls supermarkets were
accumulated for each individual item and then the mean,
median, and mode were calculated. One specific average 
cost per item was then determined. The identical method 
of averaging was also applied to all commissary prices.
Step 2. The mean average of the commissary's prices and 
the mean average of the city's supermarkets' prices 
were then compared and a percentage variance was deter­
mined for the individual items. This method of compari­
son was also applied to the two median and two mode 
averages which were available for each item.
Step 3. The percentage variances affecting each item 
within each basic food category were then totaled for 
the separate columns of the mean, median, and mode.
Step 4 . The final step was application of the mean 
average to each column of data thus calculating the 
average percentage savings for each food category.^
Three figures were determined, one for each of the 
methods of averaging used.
^ h e n  calculating the average percentage variance for 
each basic food category, only the mean was applied. This 
method was selected because too few figures were available to 
arrive at a median and there were no duplicate figures to yield an adequate mode.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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When determining price variances with the commissary, 
the prices recorded from the three Great Falls supermarkets 
were compared as a unit rather than individually. The basic 
objective was finding an average variance for all Great Falls 
supermarkets. Individual store differences were of little 
importance,
Of additional consideration was the fact that price 
fluctuations in any one particular store over the five week 
evaluation period were negligible. Consequently, the products 
compared were for the most part being offered within their 
normal price range. It can then be assumed that the percent­
age differences established by the price comparison phase of 
the study are basically sound.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 1
AVERAGE PERCENTAGE SAVED ON DAIRY PRODUCTS AT THE 
MALMSTROM AIR FORCE BASE COMMISSARY
(A)
Totaled 
Commissary Prices
(B) 
Totaled 
Great Falls 
Supermarket 
Prices
Mean Median Mode Mean Median Mode Mean Median Mode
1/2 Gallon Homogenized 
Milk $.36 $.36 $.36 $.60 $.59 $.59 40^ 59% 39%
1 Dozen Grade AA Eggs .41 .41 .41 .52 .53 .53 22% 23^ 23^
Kraft (16) American 
Cheese Slices .55 .55 .55 .77 .77 .77 29% 29% 29%
Viva 12-oz. Lowfat 
Cottage Cheese .23 .23 .23 .39 .39 .39 kl% 41$ 41$
16-oz. Gold-and-Soft 
Margarine .30 .30 .30 .35 .35 .35 lk% 14$ 14$
16-oz, Meadow Gold Butter .79 .79 .79 .93 .94 .94 15% 15^ 15$
(C)
Percentage 
Saved Per Item 
at Commissary
Average Percentage Saved for All Dairy Products at the 
Malmstrom Air Force Base Commissary* 27% 26% 27%
Note* Group C percentages reflect the price variances between Group A prices and
Group B prices.
■ooQ.
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AVERAGE PERCENTAGE SAVED ON FRUITS AND VEGETABLES 
AT THE MALMSTROM AIR FORCE BASE COMMISSARY
(A)
Totaled 
Commissary Prices
(B) 
Totaled 
Great Falls 
Supermarket 
Prices
Mean Median Mode Mean Median Mode Mean Median Mode
DelMonte 20-oz. Sliced 
Pineapple $.28 $.28 $.28 $ .42 $ .42 $ .42 33^ 33^ 33%
DelMonte l6-oz. Sliced 
Peaches .22 .22 .22 .28 .29 .27 21^ 24^ 29%
Stokley l?-oz. Canned 
Corn .19 .19 .19 .27 .27 .27 30% 30% 30%
Stokley l?-oz. Sweet Peas .21 .22 .23 .28 .27 .27 25% 19% 19%
Libby*s 8-oz. Grapefruit 
Sections .23 .23 .23 .23 .23 .23 0% 0^ Q%
10 lbs, #1 Red Potatoes .43 .43 .43 .67 .79 .79 36%> 46^
Large Sunkist Oranges .61 .59 .59 1.22 1.25 1.25 50% 53^ 53%
1 lb. Tomatoes .40 .34 .34 .49 .49 .49 18% 319̂ 31%
3 lbs. Onions .28 .28 .28 .47 .49 .49 40fg 43^ 43%
Average Percentage Saved for All Fruits and Vegetables at the 
Malmstrom Air Force Base Commissary: 28^ 31% 30%
(C)
Percentage 
Saved Per Item 
at Commissary
3
C/)cno'
Note I Group C percentages reflect the price variances between Group A prices and
Group B prices.
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TABLE 3
AVERAGE PERCENTAGE SAVED ON HOUSEHOLD GOODS AT THE 
MALMSTROM AIR FORCE BASE COMMISSARY
(A) (B) (c)
Totaled 
Commissary Prices
Totaled 
Great Falls 
Supermarket 
Prices
Percentage 
Saved Per Item 
at Commissary
Mean Median Mode Mean Median Mode Mean Median Mode
21-02, Comet Cleanser $ .20 $ .20 $ .20 $ .29 $ .29 $ .29 31^ 31% 31%
Scott Towels, Face 120 sq. 
ft. .31 .36 .36 .44 .41 .39 30^ 12% Q%
75 sq, ft. Reynolds Wrap .56 .56 ,56 .76 .77 .77 26% 27% 27%
(140) Viva Paper Napkins .25 .25 .25 .37 .37 .36 32% 32% 31%
10 Lbs. 11 02. Family 
Sise Tide Detergent 2.29 2.29 2.29 3.06 3.09 3.09 25% 26% 26%
Kleenex Regular-Sise 
Tissues .25 .25 .25 .34 .35 .35 26% 29% 29%
3.3"CD
CD■DOQ.CaO3■DO
CDQ.
■DCD
C/)C/) Average Percentage Saved for All Household Goods at the 
Malmstrom Air Force Base Commissaryi 28f6 26% 25%
Note I Group C percentages reflect the price variances between Group A prices and
Group B prices.
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TABLE 4
AVERAGE PERCENTAGE SAVED ON MEAT PRODUCTS AT THE 
MALMSTROM AIR FORCE BASE COMMISSARY
(A)
Totaled 
Commissary Prices
(B) 
Totaled 
Great Falls 
Supermarket 
Prices
3"
CD
CD
Mean Median Mode Mean Median Mode Mean Median Mçde
■D
OQ. Ground Chuck $ .67 $ .6? $ .6? $ .68 $ .69 $ .69 1^ 3^ 3%
C
ao Ground Round .89 .89 .89 .91 .89 .89 2^ 0)g 0̂3
"Oo 16-oz. Morrell Hotdogs .55 .56 .56 .90 .89 .95 38^ 37^ 4ljg3"
CT
1—H
Chicken Fryers .36 .39 .39 .44 .49 .49 18^ 20^ 20^
Q.$ T-Bone Steak 1.53 1.55 1.55 1.87 1.89 1.89 18^ 18^ 18^
3"
O Round Steak 1.11 1.13 1.13 1.28 1.29 1.29 13^ 12^ i z i
"OCD
3
C/)C/)o'3
Average Percentage Saved for All Meat Products at the 
Malmstrom Air Force Base Commissary» 15?6 15^ 16%
(C)
Percentage 
Saved Per Item 
at Commissary
Hr\>
Note I Group C percentages reflect the price variances between Group A prices and
Group B prices.
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TABLE 5
AVERAGE PERCENTAGE SAVED ON MISCELLANEOUS ITEMS AT THE 
MALMSTROM AIR FORCE BASE COMMISSARY
(A)
Totaled 
Commissary Prices
(B) 
Totaled 
Great Falls 
Supermarket 
Prices
Mean Median Mode Mean Median Mode Mean Median Mode
oz. Gerber Carrots $ .09 $ .09 $ .09 $ .13 $ .13 $ .13 31^ 31% 31%
oz. Gerber Beets .09 .09 .09 .13 .13 .13 31^ 31% 31%
6-Pak Budweiser Beer 1.00 1.00 1.00 1.39 1.39 1.39 26f6 28% 28%
6-Pak Olympia Beer .95 .95 .95 1.29 1.29 1.29 26% 26% 26%
6-Pak Canned Cokes .84 .84 .84 .99 .99 .99 15% 15% 15%
20-oz. Del Monte Ketchup .25 .29 .29 .39 .39 .39 36% 26% 26%
1-Lb, Can Folger*s Coffee .81 .81 ,81 .97 .97 .97 16% 16% 16%
Maxim 8-oz. Freeze Dried 
Coffee 1.64 1.64 1.64 2.18 2.19 2,19 25% 25% 25%
Kellogg's 40^ Bran Flakes .37 .37 .37 .45 .45 .45 1B% 18% 18%
3-Lb. Can Crisco .83 .83 .83 1.07 1.09 1.09 22% 2k% 24^
Average Percentage Saved for All Miscellaneous 
Malmstrom Air Force Base Commissary:
Items at the
25% 2k% 2k%
(C)
Percentage 
Saved Per Item 
at Commissary
Note I Group C percentages reflect the price variance between Group A prices and 
Group B prices.
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Summary
It is apparent, as illustrated in Tables 1 through 5# 
that a cost saving does exist for Commissary patrons. The 
savings range from 15 per cent for meat products to 31 per 
cent for fruits and vegetables. These data are very informa­
tive. They can be misleading, however, when not compared 
with family purchasing habits. It is of additional importance 
to consider other questions in comparison with these data.
What are families spending for groceries at the Commissary? 
Also, what percentage of the grocery budget is being spent 
for each purchase category? These two questions are of major 
importance. It is through analysis of this type that true 
dollar savings can be determined. In reality, the percentage 
figures alone tell very little. The purchasing habits of 
Air Force families at Malmstrom Air Force base are analyzed 
in Chapter III. These data provide the information needed for 
the final analysis.
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CHAPTER III 
THE SURVEY
The Questionnaire
The objective of the survey was to evaluate the actual 
spending habits and opinions of Malmstrom Air Force Base 
families shopping at the Commissary (Appendix II). These 
data would enable a more accurate picture of the Commissary's 
true value to be determined.
There are four missile squadrons located at Malmstrom 
Air Force Base consisting of approximately sixty to ninety 
junior officers each (Lieutenants and Captains), The decision 
was made to sample only one squadron for the following reasons*
1. Personnel for each squadron are randomly selected 
by the Strategic Air Command Headquarters.
2. Junior officers are among the middle income service 
people and would represent the normal spending 
habits of an Air Force or civilian family,
3. Junior officers represent young married families 
whose grocery expenses are an important part of 
their budget.
4. The young officers' participation and interest in 
the results would increase the awareness and respon­
siveness to the survey and, consequently, increase 
the validity of the findings.
15
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The names of the four squadrons considered were placed 
on slips of paper in a container. The 490th Strategic Missile 
Squadron was randomly selected and the survey administered to 
them. Sixty-four questionnaires (all missile crew personnel 
in the 4 9 0th SMS that were not on leave or on temporary duty 
elsewhere) were placed on each individual's crewboard and 
each was briefed concerning the survey prior to his alert 
duty. A total of sixty surveys were returned and the results 
are based on the answers provided.
Survey Results 
Thirteen questions comprised the information sought 
from which evaluation of Air Force shoppers and their buying 
habits was made. The majority of those sampled were Captains 
and Lieutenants ( 9 6 per cent) or middle income Air Force 
families as shown in Table 6. Fifty individuals (8 3 per cent) 
were married with dependents. Therefore, strength is given 
to the assumption that the majority of families surveyed were 
young married couples with children. It can also be seen 
that forty-three families (72 per cent) of those surveyed 
have between one and three dependents. This fact is important 
when determining the overall results of the study since a 
primary objective was to survey families where grocery expense 
was an important budget item.
Total Monthly Budget on Groceries 
Families were requested to estimate their total monthly 
budget for groceries. Estimates as low as $25 per month and
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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and as high as $300 per month were received. The unmarried 
individuals were usually responsible for the lower estimates. 
Therefore, estimates of unmarried individuals were not used 
to determine the average total monthly grocery budget. The 
mean, median, and mode resulted in monthly budgets of $1 0 7, 
$100, and $100 respectively (Table 7). The closeness of the 
three budget averages enhanced the validity of the findings. 
If the budget estimates had been widely dispersed, an actual 
dollar saving estimate would have been less valid.
TABLE 6
RANK AND FAMILY STATUS OF THOSE SURVEYED
Group Number Percentage
Ranks Majors 2Captains 32 53^Lieutenants 26 43^
Total 60 10055
Group Number Percentage
Marital Statust Married 50 8355Single 10 17^
Total 60 10055
Group Number Percentage
Number of none 10 17$Dependents: one 19 3255two 15 251̂three ? I59Gfour 6 10^five 1 Ifo
Total 60 10055
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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TABLE 7
ESTIMATED EXPENDITURE OF AVERAGE TOTAL 
MONTHLY GROCERY BUDGET*
Estimated Number of Estimated Number of
Expenditure Estimates Expenditure Estimates
$ 25 - $105 -
30 - 110 1
35 - 115 1
ifO - 120 4
k5 1 125 1
50 4 130 2
55 - 135 -
60 5 140 1
65 2 145 -
70 1 150 5
75 2 155 —
80 3 16 0 2
85 1 165 -
90 3 200 1
95 250 1
100 8 300
Total
Total Monthly Grocery Budget
Yields: Mean Averaging $107 
Median Averaging $100 
Mode Averaging $100
1
50
^Estimates of unmarried individuals were excluded from 
determining the averages.
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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Commissary Usage Estimates 
All families surveyed were questioned concerning their 
use of the Commissary, Fifty-nine out of sixty surveyed made 
use of the facility. Of equal importance was determining to 
what extent each individual’s grocery shopping was completed 
at the Commissary (Table 8 ).
TABLE a 
COMMISSARY USAGE TABLE
Percentage of 
Commissary Usage 
for Grocery Purchases
Number 
of Users Percentage
Always 31 52^
80^ or More 16 27%
6 0-80^ 10 17%
ifO—60^ 2 3%
2 0—^ 0^ - -
Less than 20^ - -
No answer 1 1%
Total 60 100%
Thirty-one families (52 per cent) use the Commissary for 
all grocery purchases and forty-seven families (7 9 per cent)
use it for eighty per cent or more of their shopping needs. 
Such a large percentage of Air Force users is indicative of 
the Commissary’s popularity. Some families who use the Com­
missary to a great extent are not persuaded, however, in 
making the service a career because of it (Table 9). Only 
five families (9 per cent) believed the Commissary offered 
quite a bit of an incentive and only twenty-one families
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
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(35 per cent) believed it even had somewhat of a bearing on 
choosing a career. Thirty-four families (5 6  per cent) felt 
it offered very little or no career incentive. It could be 
assumed, however, that individuals who are not career service 
personnel will probably not believe that military fringe 
benefits, such as the Commissary, offer adequate incentive 
in preventing them from leaving for civilian life,
TABLE 9
COMMISSARY CAREER INCENTIVE TABLE
Believe Commissary 
is Incentive
Number 
of Families Percentage
Yes, Quite a Bit 5 9%
Yes, Somewhat 21 35?e
No, Very Little 17 28%
No, Not at All 17 28%
Total 60 100%
In summary, the Commissary offers substantial food cost 
savings but apparently the benefits are not a major reason for 
career personnel to pursue that status.
Satisfaction of Commissary Patrons 
Questions pertaining to the Commissary's ability to sat­
isfy its patrons were presented. The results of those ques­
tions are illustrated in Table 10, Similar areas of question­
ing were not pursued for the Great Falls area supermarkets.
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The limits of the study prevented analysis of these stores 
in areas other than price,
TABLE 10
PATRON SATISFACTION WITH THE MALMSTROM 
AIR FORCE BASE COMMISSARY
Individuals Satisfied 
with Commissary Foods Number Percentage
Always 7 12$
Usually 48 80$
Seldom 5 8$
Never - -
Total 60 100$
Individuals Satisfied 
with the M.A.F.B, Commissary Number Percentage
Yes 38 63$
No 22 37$
Total 60 100$
Individuals Satisfied 
with Selection & Shelf Space 
of Commissary Number Percentage
Yes 17 28$
No 43 72$
Total 60 100$
Overall, thirty-eight families (6 3 per cent) of those 
surveyed were satisfied with the Commissary and almost every­
one (9 2  per cent) was usually or always content with Commissary 
food quality. The only negative aspect was that forty-three 
families (72 per cent) did not believe the base facility
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offered an adequate selection of foods and quantity of shelf 
space. The comments section of the survey (Table 11) shows 
the majority of complaints concerning the Commissary were 
because of its size. The three complaints of the greatest 
magnitude includedt the need for expansion (28 per cent)* 
the inadequate selection of products (3 8 per cent), and the 
fact that the Commissary does not offer an adequate variety 
of product sizes (15 per cent). Other subjects of complaint 
were voiced by 10 per cent or less of the families surveyed 
and of little significance.
TABLE 11
SURVEYED OPINIONS OF THE MALMSTROM 
AIR FORCE BASE COMMISSARY
Opinion
Number of Complaints
Percentage of 
All Surveyed
Inadequate Selection 23
Need for Expansion 17 28%
Variety of Sizes Inadequate 9 15%
Understocked Shelves 6 10%
Inadequate Meat Quality 6 10%
Poor Fresh Foods 4 7%
Need for Bigger Parking Lot 4 7%
Better Store Hours 1 1%
In defense of the Malmstrom Air Force Base Commissary, 
it should be kept in mind that comments as to the quality of 
the Great Falls supermarkets were not surveyed and as a general 
rule, the families surveyed were satisfied with the base 
facility.
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Determining what stores were patronized by Air Force 
families other than the Commissary was an additional area of 
analysis. The three supermarkets selected for this report, 
Rosauer's, I,G.A., and Buttreys were found to be the most 
popular with Air Force personnel. Consequently, the selection 
of these stores for the price comparison study was a good 
one, (Table 12),
Buttreys, the most popular Great Falls supermarket, 
was used by twenty-eight per cent of the Air Force families 
surveyed. Rosauer's had twenty-seven per cent and I.G.A. ten 
per cent of the Air Force shoppers. All other stores drew 
less than five per cent, and apparently Great Falls stores 
obtain a relatively minor percentage of the Air Force shdpping 
dollar.
TABLE 12
PERCENTAGE OF AIR FORCE SHOPPERS AT 
GREAT FALLS SUPERMARKETS
Store
Number of Air Force Shoppers Percentage
Buttreys 17 28$
Rosauer*8 16 27$
I.G.A. 6 10$
Albertsons 3 5$
Staffords 3 5$
Hills Market 3 5$
Circle K 2 3$
North Side Market 2 3$
White House Market 1 1$
Hickory Kitchen 1 1$
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Monthly Dollar Savings Estimates 
Each family was requested to estimate the total dollar 
value of monthly savings received by shopping at the Commis­
sary (Table 13). High variance was exhibited in the results, 
with the mean estimate being $1 8, the median saving being $1 5 , 
and the mode saving being $10. Estimates as low as $5 and as 
high as $60 were received. The wide range of opinions is 
consistent with the equally high range of estimates received 
for the total monthly budget. It is logical to assume that 
the more one spends for groceries at the Commissary the more
one will save in total dollar value. Nevertheless, the esti­
mated average dollar value saved was much lower than the $62 
figure quoted in the Air Force Times,^ The estimate which 
was nearer to the dollar savings available at Malmstrom Air 
Force Base was revealed by further analysis.
Percentage Estimates of the Total Monthly 
Budget Spent for Each Food Category
The final and most important research goal was determina­
tion of the weighted percentage of the total grocery budget 
spent for each food category. Total dollar saving could be 
determined with such information. Again, the mean, median, 
and mode were used to analyze the data (Table 14). The mean
resulted in the most accurate estimates because the individual
percentages of the five groups totaled 98 per cent, only a
^Air Force Times, p. 5.
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2 per cent deviation from a perfect 100 per cent grocery 
"budget. Therefore, when determining actual dollar value 
saved, the mean percentages were used.
TABLE 13
ESTIMATED DOLLAR SAVINGS MONTHLY REALIZED BY 
FAMILIES SHOPPING THE MALMSTROM A. F. B. COMMISSARY^
Number of Persons 
Dollar Estimate Making Estimate
$ 5 9
10 14
15 10
20 12
25 -
30 3
35 2
40 3
45 -
50 1
55 —
60 1
unknown 5
Total 60
Yields 1 By Mean Averaging $18
By Median Averaging $15
By Mode Averaging $10
StPersons who marked unknown were 
mining the averages. excluded from deter-
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Meats are the major portion of the budget with 33 P®r 
cent while fruits and vegetables account for 22 per cent and 
dairy products 19 per cent. The figures resulting from the 
local survey relate closely to the pattern of consumption 
established by the 1972 Guide to Consumers Markets. The 
Guide established meat products to be 28 per cent of the 
budget, fruits and vegetables 19 per cent and dairy products 
l6 per cent.^
The local survey estimates are within 3 per cent of 
the national estimates. In addition, the weighted percent­
ages of the various product categories established by the 
sample survey estimates illustrate the items selected for the 
study are items that people do buy. If this fact was not 
true the weighted category percentages of the total budget 
would not agree with the national statistics. Therefore, the 
results of the survey are quite good. The remaining two 
survey categories, household goods and miscellaneous items, 
are not listed in the Guide for Consumer Markets since it did 
not go into such detail of product separation and categorizing. 
However, it is assumed that all five percentage estimates are 
relatively accurate because the three primary food categories 
where comparisons could be made were close to the national 
averages.
7"Household Food Consumption," A Guide to Consumer Markets. 1971-72, p. 1 5 1.
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TABLE 14
ESTIMATES ON PERCENTAGE OF TOTAL BUDGET 
SPENT ON EACH FOOD CATEGORY
Percentage
Category
Number of Estimates
(Meats)
Percentage Number of Estimates
5% 1 35^ 41095 — 40^ 11
15^ 2 4595 52095 6 50^ 6
2595 10 5595 13095 14 6096 -
(cont.) Total 60
Mean * 33^ Median = 30^ Mode = 30$
Category (Fruits and Vegetables)
Number of Number ofPercentage Estimates Percentage Estimates
5% 2 35^ 21095 7 40^ 41595 12 4595 3
2095 16 5095
2595 9 5595 —
3095 5 60^ -
(cont.) Total 60
Mean = 2295 Median * 20^ Mode = 20$
Category (Dairy Products)
Number of Number of
Percentage Estimates Percentage Estimates
5^ 1 3595 —
10^ 12 40^ 1
1595 15 4595 -
20^ 16 5095 1
2595 5 5595 -
3095 9 60^ —
(cont.) Total 60
Mean = 19^ Median = 20$ Mode = 20$
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TABLE 14— Continued
Percentage
Category (Household Goods) 
Number ofEstimates Percentage
Number of 
Estimates
5$ 19 35% _10^ 26 40^ -
15% 8 1*5% -
20% 6 50% -
25% - 55% -
30% 1 60% -
(cont.) Total 60
Mean a 10^ Median » 10^ Mode =* 10%
Category (Miscellaneous Items)
Number of Number ofPercentage Estimates Percentage Estimates
5% 13 35% 1
lo% 20 i*0% 2
15% 10 ^5% —
20% 10 50%
25% 2 55% 1
30% 1 60% -
(cont.) Total 60
Mean 14^ Median * 10^ Mode = 10%
Yields (Percentages Spent-Food Dollar
for each Food Category)
Me an Median Mode
Averaging Averaging Averaging
Meats 33% 30% 30%Fruits & Vegetables 22^ 20% 20%Dairy Products 19% 20% 20%Household Goods 10% 10% 10%Miscellaneous Items m-% 10% 10%
Total 98% 90% 90%
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Summary
The objectives of the survey and this chapter were to 
analyze the grocery buying habits of Air Force families and 
their opinions of the Malmstrom Air Force Base Commissary, 
These objectives were achieved with the majority of data 
being very useful in exposing areas of opinion and personal 
buying practices. Trends reflecting the data were informa­
tive and very useful in accomplishing the overall goals of 
the study.
The final step was applying the results of the survey 
as analyzed in this chapter with the data received from the 
price comparison study, A summary of the final dollar analy­
sis is presented in Chapter Four,
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CHAPTER IV
FINAL ANALYSIS
Final Analysis 
The primary objective of this analysis was to calcu­
late real dollar value saved monthly by Commissary patrons. 
The procedure for determining this figure was as followsi 
(Table 15).
Step 1. Multiply the mean percentage of the total 
grocery budget for each of the five food categories 
by the mean estimate of the total monthly budget 
($1 0 7).® Provided is a figure illustrating the dollar 
amount spent for each food category at the Commissary.
Step 2. Mathematically calculate what the same dollar 
amount of goods for each food category would cost at 
downtown supermarkets. Use the mean percentage saved 
figures illustrated in Tables 1 through 5.
Step 3. Subtract the dollar cost difference between 
the Commissary and downtown food stores for each food 
group. The resulting figures illustrate the dollar 
saving for each category at the Commissary.^
OMean averaging yielded the most accurate food category 
spending percentages since the total was closest to a 100 per 
cent grocery budget. (Table 14). Therefore, the mean average 
figures of other data needed to determine the dollar amount 
saved will be used to maintain consistency.
^Most Air Force families do all shopping at the base 
Commissary and the monthly dollar saving figure is an ideal 
one. Therefore, it will be assumed that the families spend 
100 per cent of their grocery budget at the Commissary when determining these figures,
30
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CD■DOQ.CgQ. TABLE 15
■ D
CD
C/)C/)
AVERAGE DOLLAR SAVINGS MONTHLY BY MEAN 
AVERAGING AT THE MAPS COMMISSARY*
o3
O
3
CD
g
Meats
Fruits & 
Vegetables
Dairy ] 
Products
Household
Goods Miscellaneous
(O' Total Monthly Budget $107.00 $107.00 $107.00 $107.00 $107.00
O Weighted Percentage of
3
CD
Total Budget 33^ 22^ 19^ 10^ 14^
"nc Dollar Cost at Commissary $ 35.31 $ 23.54 $ 20.33 $ 10 .70 $ 14.98
3.3"
CD Percentage Less at
CD■D
Commissary -152L _28*_ _22*_ _2S*_ _25*_
OQ.C Cost of Same Quantity of
a Goods at Great Falls
3
■o Supermarkets $ 41.54 $ 32.69 $ 27.84 $ 14.86 $ 19.97
O
3" Dollar Difference Between
<—H
CD Commissary and GreatQ.
g Falls Stores $ 6.23 + $ 9.15 + $ 7.51 + $ 4.16 + $ 4 .9 93O Gross Dollar Savings
■O Per Month $ 32.04
1 Surcharge of of Total 12 X $28.83 = $345.96 Net dollar savingsC/)cn Grocery Budget -  $ 3.21 per year obtainable by shopping the MAFB
3 Net Dollar Savings Per Month Commissary for all shopping needs.
at the MAFB Commissary $ 28.83
*A11 figures were by mean averaging because it yielded the most accurate category 
percentage figures.
u>H*
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step 4. Add the dollar cost saving of each food cate­
gory. A gross monthly dollar saving figure for the 
average Air Force family per month was provided by 
the results.
Step 9. Subtract 3 par cent of the total monthly bud­
get from the gross monthly dollar saving figure to 
cover the Commissary surcharge. The calculated 
figure is the net monthly dollar saving figure. This 
value is what the average Air Force family can save 
monthly by exercising their Commissary privileges.
The net figure determined shows a saving of $28.83 a
month or $345,96 annually. These conclusions are by no means
absolutes, however, a general savings trend is indicated. Of
additional interest is the fact that forty-five families
(75 per cent) underestimated the dollar saving available to
them (Table 13). In any case, the average family is saving
substantially more than they realize, especially the 52 per
cent who shop only on base.
To cover overhead expenses, the Commissary charges 
a 3 per cent surcharge for the total bill at the checkout 
register. Since this is an additional cost to the grocery 
shopper, it must be subtracted from the gross monthly dollar 
savings figure.
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CHAPTER V 
SUMMARY AND CONCLUSIONS 
Summary
The goal of the study was to analyze price differences 
associated with the Malmstrom Air Force Base Commissary and 
Great Falls supermarkets. The project consisted of a price 
comparison study and an Air Force Family Survey,
The price comparison study was informative and illus­
trated price savings for all grocery categories. Meat savings 
were the lowest with a 15 per cent savings, while fruits and 
vegetables yielded a 31 per cent reduction. The Commissary 
savings available, however, are peculiar to this area and 
should not be applied to other Commissaries.
Buying habits and opinions were the basic objective 
of the survey. Total monthly budget figures for Air Force 
families were yielded by the results. The percentage cate­
gory figures established were in general agreement with nation­
ally established findings. The consumer opinion results were 
also very informative and added greatly to the survey results.
The final objective was establishing a monthly average 
dollar saving. The $28,83 figure established is not an abso­
lute, but does reveal a general trend.
33
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Conclusions
The Malmstrom Air Force Base Commissary offers substan­
tial savings to its patrons of approximately $345 auinually. 
However, many of the families did not realize this fact. 
Estimates of total monthly saving were consistently lower 
than the actual figures established. It was also realized 
that downtown grocery stores draw a relatively small percent­
age of Air Force shoppers. Possibly, ignorance of civilian 
supermarket prices is the answer.
Buttreys was the Great Falls supermarket patronized 
most often by Air Force personnel, Buttreys also had the 
highest prices during the price comparison study. Service, 
shelf space, location and other factors were most likely the 
reasons. The actual causes are beyond the scope of this 
study, however, further investigation might analyze consumer 
behavior patterns in Great Falls,
A very high percentage (98 per cent) of Air Force fami­
lies shop the Commissary and many for all of their purchases. 
However, most individuals were not satisfied with the size 
of the selection or the quantity of shelf space. Apparently 
the quantity of shoppers is simply too large for the facility 
because of the mass utilization of Commissary privileges by 
its patrons. The Commissary facility may not be adequate in 
size. Nevertheless, the inexpensive food costs offered are 
enough to overcrowd the aisles.
In final summary, it can be confidently stated that 
dollar savings do exist for Commissary patrons. The extent
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of the savings available may or may not be fully realized, 
but rarely are they ignored. The true appreciation or lack 
of it towards Commissary privileges is vague and difficult 
to analyze. In any case, Air Force families shopping their 
respective Commissaries will be saving money, and in many 
cases more than they realize.
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APPENDIX I 
A COMPARISON OF GROCERY STORE PRICES
WEEK 1
Thursday. March 2. 1972 
(Week of February 28 through March 5)
Dairy Products Commissary Rosauer* s Buttreys I.G.A.
1/2 Gal. Homogenized 
Milk $ .36 $ .59 $ .61 $ .59
1 Dozen Grade AA Eggs .41 .54 .55 .53
Kraft (16) American 
Cheese Slices .55 .79 .77 .74
Viva 12-oz. Lowfat Cottage Cheese .23 .38 .39 .39
16-oz. Gold-and-Soft 
Margarine .30 .35 .35 .35
16-oz. Meadow Gold 
Butter .79 .89 .95 .94
Fruits & Vegetables Commissary Rosauer*s Buttreys I.G.A.
DelMonte 20-oz. Sliced 
Pineapple $ .28 $ .44 $ .42 $ .39
DelMonte l6-oz. Sliced 
Peaches .22 .31 .29 .26
Stokley 17-oz. Canned 
Corn .19 .27 .27 .27
Stokley 17-oz. Sweet 
Peas .22 .27 .27 .30
Libby’s 8-oz, Grapefruit 
Sections .22 .24 .24 .23
U.S. #1 Red Potatoes 
(10 lbs.) .43 .49 .79 .79
Large Sunk1st Oranges 
(5 lbs.) .59 1.46 1.25 1.25
1 lb. Tomatoes .49 .49 .49 .49
3 lbs. Onions .29 .45 .49 .57
36
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WEEK 1— Continued
Household Goods Commissary Rosauer*s Buttreys I.G.A.
21-02. Comet Cleanser $ .20 $ .29 $ .29 $ .29
Scpttowels, Face 
(120 Sq. Ft. ) .24 .39 .41 .40
Reynolds Wrap 
(75 Sq, Ft. ) . 56 .77 .78 .73
Viva Paper Napkins (1^0) .25 .39 . 3 7 .3 6
Family Size Tide 
(10 lb. 11 oz. ) 2 .2 9 3.09 3 .0 9 3 .0 1
Kleenex Regular Size 
Face Tissues . 2 5 .35 .35 .33
Meats Commissary Rosauer*s Buttreys I.G.A.
Ground Chuck $ . 6 7 $ .6 9 $ .69 $ . 6 9
Ground Round .89 .89 .98 .98
Morrell l6-oz. Hotdogs .55 .84 .89 . 9 5
Chicken Fryers . 3 1 .37 .4 9 .4 9
T-Bone Steak 1 . 5 1 1 . 6 9 2 .0 9 1 . 8 9
Round Steak 1 . 0 9 1.14 1 .2 9 1.39
Miscellaneous Items Commissary Rosauer*s Buttreys I.G.A.
Gerber 4i-oz. Carrots 
Gerber 4^-oz. Beets $ .0 9  .0 9 $ .1 3  .1 3
$ . 1 3  
.1 3
$ .1 3  
.13
6 Pack Budweiser 
6 Pack Olympia
1.00
.95
1.39
1 .2 9
1.39
1 .2 9
1.39
1 .2 9
6 Pack Canned Cokes 
(12-oz.) .84 .99 1.01 .99
DelMonte 20-oz. Ketchup .20 .3 9 .38 .39
1-lb, Can Folger*s 
Coffee .81 .99 .97 .98
Maxim 8-oz. Freeze Dried Coffee 1.64 2 . 1 5 2 .1 9 2 .1 9
Kellog's 40^ Bran Flakes .37 .43 .4 5 .4 5
3-lb. Can Crisco .83 1.00 1.08 1 .0 9
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WEEK 2
Tuesday. March 7. 1972
(Week of March 6 through March 12)
Dairy Products Commissary Rosauer*s Buttreys I.G.A.
1/2 Gal, Homogenized 
Milk $ .36 $ .59 $ .61 $ .59
1 Dozen Grade AA Eggs .42 .53 .55 .53
Kraft ( 16) American 
Cheese Slices .55 .79 .77 .75
Viva 12-oz. Lowfat 
Cottage Cheese .23 .38 .39 .39
16-oz. Gold-and-Soft 
Margarine .30 .35 .35 .35
16-oz. Meadow Gold 
Butter .79 .89 .95 .94
Fruits & Vegetables Commissary Rosauer* s Buttreys I.G.A.
DelMonte 20-oz. Sliced 
Pineapple $ .28 $ .44 $ .42 $ .39
DelMonte 16-oz. Sliced 
Peaches .22 .31 .29 .27
Stokley l?-oz. Canned 
C o m .19 .27 .27 . 2 6
Stokley 17-oz. Sweet 
Peas .22 .27 .27 .30
Libby’s 8-oz, Grapefruit 
Sections .23 .24 .24 .23
U.S. #1 Red Potatoes 
(10 lbs.) .43 .49 .79 .79
Large Sunkist Oranges 
(5 lbs.) .59 1.46 1.25 1.25
1 lb. Tomatoes .49 .49 .49 .49
3 lbs. Onions .29 .45 .49 .57
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WEEK 2— Continued
Household Goods Commissary Rosauer's Buttreys I.G.A.
21-oz, Comet Cleanser $ .20 $ .29 $ .29 $ .29
Scottowels, Face 
(120 Sq. Ft.) .24 .39 .41 .39
Reynolds Wrap 
(75 Sq. Ft.) . 56 .7 7 .78 .73
Viva Paper Napkins (140) .25 .39 .37 . 3 6
Family Size Tide 
(10 lb. 11 oz.) 2 . 2 9 3 .0 9 3.09 3.01
Kleenex Regular Size 
Face Tissues . 2 5 .35 .35 .33
Meats Commissary Rosauer*s Buttreys I.G.A.
Ground Chuck $ . 6 7 $ .6 9 $ .69 $ . 6 9
Ground Round .89 .89 .98 .98
Morrell l6-oz. HotdogsÎ .55 .79 .89 .95
Chicken Fryers . 3 1 .37 .49 .49
T-Bone Steak 1 . 5 1 1 .6 9 2.09 1.89
Round Steak 1.09 1.14 1 .2 9 1.39
Miscellaneous Items Commissary Rosauer* s Buttreys I.G.A.
Gerber ^è-oz. Carrots 
Gerber 4}-oz. Beets $ . 0 9  .0 9 $ .13  .13
$ .13
.13
$ .12.12
6 Pack Budweiser 
6 Pack Olympia
1.00
.95
1.39
1 .2 9
1.39
1.29
1.39
1 .2 9
6 Pack Canned Cokes 
(12-oz. ) .84 .99 .99 .99
DelMonte 20-oz, Ketchup .20 .39 .39 .3 9
1-lb. Can Folger*8 
Coffee .81 .97 .97 .9 8
Maxim 8-oz. Freeze 
Dried Coffee 1.64 2 . 1 5 2.19 2 .1 9
Kellog's 40^ Bran Flakes .3 7 .43 .4 5 .4 5
3-lb. Can Crisco .83 1.00 1 . 0 9 1 . 0 9
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WEEK 3
Friday. March 17. 1972
(Week of March 13 through March 19)
Dairy Products Commissary Rosauer* s Buttreys I.G.A.
1/2 Gal. Homogenized 
Milk $ .36 $ .59 $ .59 $ .59
1 Dozen Grade AA Eggs .41 .50 .57 .53
Kraft (16) American 
Cheese Slices .55 .79 .77 .76
Viva 12-oz. Lowfat Cottage Cheese .23 .38 .39 .39
16-oz. Gold-and-Soft 
Margarine .30 .35 .35 .35
16-oz. Meadow Gold 
Butter .79 .89 .95 .94
Fruits & Vegetables Commissary Rosauer* s Buttreys I.G.A.
DelMonte 20-oz. Sliced Pineapple $ .28 $ .45 $ .42 $ .38
DelMonte l6-oz. Sliced 
Peaches .22 .31 .29 .27
Stokley 17-oz, Canned 
Corn .19 .27 .27 .2 6
Stokley 17-oz. Sweet 
Peas .22 .27 .29 .29
Libby's 8-oz. Grapefruit 
Sections .23 .21 .24 .23
U.S. #1 Red Potatoes 
(10 lbs.) .43 .49 .79 .49
Large Sunkist Oranges 
(5 lbs.) .69 .95 1.25 1.25
1 lb. Tomatoes .34 .49 .49 .49
3 lbs. Onions .28 .45 .49 .30
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WEEK 3— Continued
Household Goods Commissary Rosauer*s Buttreys I.G.A.
21-oz. Comet Cleanser $ .20 $ .29 $ .29 $ .29
Scottowels, Pace 
(120 Sq. Ft.) .36 . 4 9 .5 1 .4 9
Reynolds Wrap 
(75 Sq. Ft. ) . 56 .77 .78 .73
Viva Paper Napkins (140) .25 .39 .37 .36
Family Size Tide 
(10 lb. 11 oz.) 2 . 2 9 3 .0 9 3 . 0 9 3.01
Kleenex Regular Size 
Face Tissues .25 .35 .35 .33
Meats Commissary Rosauer* 3 Buttreys I.G.A.
Ground Chuck $ . 6 7 $ . 6 7 $ .6 9 $ .69
Ground Round . 8 9 .89 .89 .89
Morrell l6-oz. Hotdogs1 . 5 6 .84 1 .0 9 .95
Chicken Fryers . 3 9 .35 . 4 9 .35
T-Bone Steak 1.55 1 . 6 9 1.98 1.89
Round Steak 1 .1 3 1.19 1 .2 9 1.39
Miscellaneous Items Commissary Rosauer* s Buttreys I.G.A.
Gerber 4^^-oz. Carrots 
Gerber 4§-oz. Beets $ . 0 9  . 0 9 $ .1 3  .1 3
$ .1 3  
.1 3
$ .12 
.12
6 Pack Budweiser 6 Pack Olympia
1.00
.95
1.39
1.29
1.39
1 .2 9
1 .3 9
1.29
6 Pack Canned Cokes 
(12-oz.) .84 .99 .99 .99
DelMonte 20-oz. Ketchup .29 .39 .39 .39
1-lb. Can Folger*s 
Coffee .81 .97 .97 .98
Maxim 8-oz, Freeze 
Dried Coffee 1.64 2 . 1 5 2 .1 9 2 ,1 9
Kellog's 40^ Bran Flakes .3? . 4 5 .4 5 .4 5
3-lb. Can Crisco .83 1 . 0 7 1 .0 9 1 .0 9
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WEEK 4
Wednesday. March 22. 1972
(Week of March 20 through March 26)
Dairy Products Commissary Rosauer* s Buttreys I.G.A.
1/2 Gal. Homogenized 
Milk $ .36 $ .59 $ .61 $ .59
1 Dozen Grade AA Eggs .41 .45 .53 .53
Kraft (16) American 
Cheese Slices .55 .79 .77 .76
Viva 12-oz. Lowfat 
Cottage Cheese .23 .38 .39 .39
16-oz, Gold-and-Soft 
Margarine .30 .35 .35 .35
16-oz. Meadow Gold 
Butter .79 .89 .95 .94
Fruits & Vegetables Commissary Rosauer* s Buttreys I.G.A.
DelMonte 20-oz. Sliced 
Pineapple $ .28 $ .45 $ .42 $ .40
DelMonte l6-oz. Sliced 
Peaches .22 .27 .29 .27
Stokley 17-oz. Canned 
Corn .19 .27 .27 .26
Stokley 17-oz. Sweet 
Peas .19 .27 .27 .30
Libby*s 8-oz. Grapefruit 
Sections .23 .22 .23 .23
U.S. #1 Red Potatoes 
(10 lbs.) .43 .49 .79 .79
Large Sunkist Oranges 
(5 lbs.) .59 .98 1.25 1.25
1 lb. Tomatoes .34 .49 .49 .49
3 lbs. Onions .28 .45 .49 .49
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WEEK 4— Continued
Household Goods Commissary Rosauer* s Buttreys U.S.A.
21-02. Comet Cleanser $ .20 $ .29 $ .2 9 $ .2 9
Scottowels, Face 
(120 Sq. Ft.) .36 .4 9 .41 . 3 9
Reynolds Wrap 
(75 Sq. Ft.) .56 .77 . 7 8 .73
Viva Paper Napkins (140) .25 .39 .37 .36
Family Size Tide 
(10 lb. 11 02. ) 2.29 3 .0 9 3 .0 9 3.01
Kleenex Regular Size 
Face Tissues .25 .35 .35 .33
Meats Commissary Rosauer* s Buttreys U.S.A.
Ground Chuck $ . 6 7 $ . 6 7 $ .63 $ . 6 9
Ground Round .89 .8 9 .89 .89
Morrell l6-oz, Hotdogs ,56 .84 . 8 9 .95
Chicken Fryers .39 .37 . 4 9 .4 9
T-Bone Steak 1.55 1 .6 9 1.98 1.89
Round Steak 1 .1 3 1 .1 9 1 .2 9 1.27
Miscellaneous Items Commissary Rosauer'3 Buttreys U.S.A.
Gerber 4^-oz. Carrots 
Gerber 4^i-oz. Beets $ .09  .0 9 $ .13  .13
$ .13  
.1 3
$ .12 .12
6 Pack Budweiser 
6 Pack Olympia
1.00
.95
1.39
1 .2 9
1 .3 9
1 .2 9
1 .3 9
1.29
6 Pack Canned Cokes 
(12-oz.) .84 .99 .99 .99
DelMonte 20-oz. Ketchup .29 .39 .39 .39
1-lb. Can Folger's 
Coffee .81 .97 .97 .98
Maxim 8-oz. Freeze Dried Coffee 1.64 2 . 1 5 2 . 1 9 2,19
Kellogg's 40^ Bran Flakes ,37 . 4 5 .4 5 .4 5
3-lb. Can Crisco .83 1 .0 7 1 .0 9 1 .0 7
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WEEK 5
Monday. March 2 7. 1972
(Week of March 2? through April 2)
Dairy Products Commissary Rosauer* 3 Buttreys I.G.A.
1/2 Gal. Homogenized 
Milk $ .36 $ .59 $ . 6 1 $ .59
1 Dozen Grade AA Eggs .41 .45 .55 .53
Kraft (l6) American 
Cheese Slices .55 .79 .77 .76
Viva (12-oz.) Lowfat Cottage Cheese .23 .38 .39 .39
16-oz. Gold-and-Soft 
Margarine .30 .35 .35 .35
16-oz. Meadow Gold 
Butter .79 .89 .95 .94
Fruits & Vegetables Commissary Rosauer* s Buttreys I.G.A.
DelMonte 20-oz, Sliced 
Pineapple $ .28 $ .45 $ .42 $ .39
DelMonte l6-oz. Sliced 
Peaches .22 .27 .29 .27
Stokley 17-oz. Canned 
Corn .19 .27 .27 .26
Stokley 17-oz. Sweet 
Peas .19 .27 .27 .29
Libby's 8-oz. Grapefruit 
Sections .23 .24 .23 .23
U.S. #1 Red Potatoes 
(10 lbs.) .43 .49 .79 .79
Large Sunkist Oranges 
(5 lbs.) .59 .98 1.25 1.25
1 lb. Tomatoes .34 .49 .49 .49
3 lbs. Onions .28 .45 .49 .49
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WEEK ^--Continued
Household Goods Commissary Rosauer*s Buttreys I.G.A.
21-oz, Comet Cleanser $ ,20 $ .29 $ .2 9 $ .29
Scottowels, Face
(120 Sq, Ft,) . 3 6 .4 9 .5 1 .39
Reynolds Wrap
(75 Sq. Ft.) , 5 6 .77 .78 .73
Viva Paper Napkins (140) .25 .39 .37 . 3 6
Family Size Tide
(10 lb. 11 oz,) 2 . 2 9 3 .0 9 3 .0 9 3 . 0 1
Kleenex Regular Size
Face Tissues .25 .35 .35 .33
Meats Commissary Rosauer* s Buttreys I.G.A.
Ground Chuck $ , 6 7 $ .6 7 $ .63 $ .6 9
Ground Round . 8 9 .89 .89 .89
Morrell l6-oz. Hotdogs . 5 6 .84 .89 .95
Chicken Fryers ,39 .37 .49 .4 9
T-Bone Steak 1,55 1 ,6 9 1.98 1.98
Round Steak 1.13 1.19 1 .2 9 1.39
Miscellaneous Items Commissary Rosauer* s Buttreys I.G.A.
Gerber 4i-oz. Carrots $ ,09 
Gerber 4^-oz. Beets .09 $ .1 3  .13
$ .13  
.13
$ .12 
.12
6 Pack Budweiser 1.00 
6 Pack Olympia ,95 1.391 .2 9
1 .3 9
1 .2 9
1 .3 9
1 .2 9
6 Pack Canned Cokes
(12 oz.) .84 .99 .99 .99
DelMonte 20-oz. Ketchup ,29 .39 .39 .39
1-lb, Can Folger's
Coffee .81 .97 .97 .98
Maxim 8-oz. Freeze
Dried Coffee 1.64 2 . 1 5 2.19 2 .1 9
Kellog's 40^ Bran Flakes ,37 . 4 5 .4 5 .4 5
3-lb, Can Crisco .83 1 .0 7 1 .0 9 1 .0 9
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APPENDIX II
THE MALMSTROM AIR FORCE BASE 
FAMILY SURVEY
MALMSTROM AIR FORCE BASE COMMISSARY 
SURVEY FOR CAPTAIN DALE R. LYNN
PLEASE FILL IN COMPLETELY AND PLACE ON CREW BOARD 150— (LYNN 
& SUTER). YOUR HELP WILL BE GREATLY APPRECIATED.
1. Rank _______________ Number of years in Service ______
2. Marital statusi married ____  single ____
3. Number of dependents ____ (wife and children)
4. Average total monthly budget on groceriesi $_______
5. Do you use the Malmstrom A.F.B. Commissary? yes ___ no
6. If yes, do you use it* ____ always or almost always.
  80^ or more of the time.
  60^-80^ of the time,
  40^-60^ of the time,
  20%-k0% of the time.
  Less than 20^ of the time.
7. If you shop other than the Commissary, where do you grocery shop? (includes only substantial purchases)
  Rosauer’s
Sany ----  Buttrays
I.G.A.
Other
(please list)
8, How much do you feel you save monthly on the average by 
shopping the Commissary?
*----------  46
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9. Do you feel that you are offered an adequate selection of 
foods and quantity of shelf space compared with downtown 
Great Falls grocery stores?
  yes _____ no
10, Are you satisfied with the quality of foods you buy at 
the Commissary?
  always  seldom
  usually ____  never
11, Does the reduced food cost offered by the Commissary 
offer you additional incentive to make the Military a 
career?
  yes, quite a bit,
  yes, somewhat.
  no, very little,
  no, not at all.
12, Please estimate to the nearest percentage possible what 
per cent of your total grocery budget is spent on the 
following groups of itemsi
1. Meats %
(all types from steaks to hot dogs)
2. Fruits and Vegetables %
(all types— canned, frozen, freshl
3. Dairy Products %(milk, eggs, cheese, butter, etcT)
4. Household Goods  %
(tissues, napkins, all soaps, foil, etc.) 
5, Miscellaneous Items
(coffee, beer, soda, babyfood, cereal, etc.) 
13. Over all, are you satisfied with your Commissary?
  yes
  no
Comments *
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
BIBLIOGRAPHY
ARTICLE
"Commissary Users Save $62 Monthly," Air Force Times. 
March 8, 1972.
BOOKS
Cochran, William G, Sampling Techniques. New York: John
Wiley and Sons, Inc., 1963.
Conference Board, Inc. A Guide to Consumer Markets 1971/1972. 
New York: The Conference Board, 1971.
Deming, W, Edwards. Sample Design in Business Research. New 
York: John Wiley and Sons, Inc., 19^0,
Deming, W. Edwards. Some Theory of Sampling. New York:
Dover Publications, Inc,, 1966.
Kish, Leslie. Survey Sampling. New York: John Wiley and
Sons, Inc., 19^7.
48
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
